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What to expect

Transactional advertising
First party data injected into selected CRM
Behavioural data via a dashboard

Insight into your media performance and
expenditure

Considerations 3 playrcart

* Playrcart don’t purchase media
* Playrcart don’t create assets

* Playrcart cannot control the media performance
(hence our insights)

* |f you require a specific retailer, an introduction
is our proposed route forward




Research shows online shoppers want an improved online B playrcart
experience

Strong US & UK consumer appeal

“When shopping online | don’t like “When shopping online | don’t like to
having to go through be taken to different pages,
lots of screens” windows or sites.”

*GPI Quantitative Research on behalf of Playrcart, n=2754, USA & UK, Feb. 2022



A common ‘click through’ user experience (UX)... also known as “17  (Splayreart
reasons not to buy”

higher if held at ‘Password gate’ if delivery data not cached

if product not in stock

higher if not taken to PDP

cookie acceptance and ‘not robot’

1.84% average CTR of
online video ads

0.02% of people who are
exposed to the ad, end up
making a purchase (1.2% of
the 1.84%)

*based upon an industry average

Source: The State Of Online Video Advertising — Statistics And Trends (invespcro.com)



Playrcart UX reduces friction and delivers a full transaction in 4 S playreart

simple steps!

Customer engages ad Engages with Playrcart technology Buy | Book | Donate | Enquire

000 G @00 e 000 e 000 @

Product Address Complete

@00

Details

Payment

Thanks Sarah!

You will receive a confirmation email
shortly with an expected delivery date.

Expiry Date
33 Abbey Road, London ABC 123 \/

Confirmation Number:
#A67-98U0-013LKM

First Name Last Name Delivery address Card Number

Email Address

Description
@20

I agree with these terms & conditions

Telephone

(Take a screenshot)

2-5s to BUY

www.brand-website.com With cached data

I agree with this data usage policy

Checkout >

& Secure, Simple Shopping

& Secure, Simple Shopping

75%*
0 V¥
Reduction in online
checkout friction

*average checkout friction reductions may vary; based on a 17-step transaction process




Playrcart can remove friction altogether to deliver a 1-click B
checkout!

Customer engages ad Clicks Buy Now Engages with Playrcart technology and use Apple Pay or Google Pay  Buy | Book | Donate | Enquire

00O v 000

Product ¢ Complete

i n expected delivery date.

Description

Confirmation Number:
#A67-98U0-013LKM

(Take a screenshot)

www.brand-website.com

899,

Uplift in conversion with '1-click’ vs standard
e-commerce journey*

*GPI Quantitative Research on behalf of Playrcart, n=497, UK, June, 2022



(S playrcart

Playrcarts transactable
solutions



Product range BT

Open Web Ads Social Commerce Live Stream

MAYBELLIN




Product use cases |3 playrcart

Enabling your marketing assets to Bring transactions to the forefront of
become truly transactable. your marketing strategy.

'OREAL Nestle Hﬁq.

Entice your desired audience into Our technology revolutionises your
donating to your cause. performance marketing.

Association. VOdafone

We WE ARE FAMILY Armeri o
FOUNDATION Hoarg ot



(S playrcart

Data & Insights



Transactional advertising, first party data and behavioural insights

0 Name

Ad ° Email Address - Cl t
BRAND SELECTED CRM salesforce @ Phone Number Ien

0 Delivery Address

OPEN WEB: .
Video / Display First Pa rty Data*

SOCIAL:

Post / Story / Live Orders sent to selected and introduced

fulfilment partners who then send the product

PLAYRCART TECHNOLOGY OVERLAY

@ Secure, Simple Shopping O00 [ playrcart

Product

Description Circa 1 2%+

conversion rate

Retailer/

- ¢
D2C Site 'y

</

J Impressions
Funnel Engagement
Conversion by Platform
@ Conversion by Retailer
Product Preference
8 Format Performance
Dwell Time
Location

Time of Day
Day of Week

f/
=

*Playrcart delete 1PD and are a processor not a handler

Client

PLAYRCART DASHBOARD

**These are not LIVE Playrcart retailers. We can share a confirmed retailer list separately. The retailer logos are examples
of retailers we can potentially integrate with. Integration take circa 5 to 10 days.

to the customers** Happy Customer



Real time impressions and media performance dashboard — make ERGZE:
more of the dashboard

Access to multiple ad Impressions and usage
. formats
Setup and deploy campaigns

o
g
o
o
a
a
o
o
a
a

Link with active Monitor sales
integrations




(S playrcart

Integration Process



How can we work with Playrcart, what do you need from the brand? SPplayreart

-

Creative

N

Client Creative asset  Final asset is Final asset now Media agency select ad networks and social channels
Brief sent to N hared with _
existing partner produce shared wit Playrcart enabled and go LIVE with the Playrcart enabled assets. No
Playrcart P/ayrcart involvement required. .ll
> > > > >
! 00 1o Tee
_D Video 360 eadA

1\

“xandr

_ .@ amazonads

JustPremium

() theTradeDesk

-

Metrics = Standard digital delivery ¢ Contextual Environment ¢ Clicks ® Engagement ¢ Customer
Input ¢ Purchasing Preferences and total conversions within Playrcart Ad Unit

w® <

\...

gumguni”

A GumGum Company

XAXIS



Beautifully simple technology overlaid on your assets [Splayrcart

Playrcart Secure Checkout

Playrcart First Party Data and Impressions Technology

Playrcart Transactional Technology

Client Creative Asset
Video / HTMLS5 Display

Web Page




Format delivery of Playrcart (> playrcart

Open Web Formats

®

Outstream Pre-roll Ad Display Expandable Fireplace Bespoke

Mobile Formats Social Platforms

; af® B
]

Interstitial Pre-roll Video Display Native Bespoke




Retailer.com or brand.com integration workflow (> playreart

1. Playrcart enabled advert ] ( 2. Payment gateway 3. Order processed 4. Order fulfilled

~ J

Brand or Retailer/
fulfillment

#Pay GPay

‘> worldpay stripe

' PayPal

partner

< £ LIVEFEED » »




